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; estimates Source : L'Oréal estimates. Excluding exchange
rate impact







' VERY-GOOD YEAR

AURENT

+18..

#2015 like-for-like sales growth




i g
4

» by i
e )

o -“,s;-;N,,w,,';«-g;u.-‘ Wy
i, LA
il o8,
&y W
g







URBAN DECAY

2012 - 2015 SALES

X



b

GIORGIO ARMANI

=
—




1IN EUROPE

& O




‘S| m 4 !

Ne rien manquer Mes priviléges Bienvenue B. - Mon compte Mon panier v
BEAUTE LUXE
LESBOX Leconcept | Parfum - Maquillage - Soin - Homme (3 Recherches Q

\otre prénom esl s(“ Nice

Vous ¢les wac fewmml o clvous avez

SOINS DE LA PEAU MAQUILLAGE PARFUM




E-COMMERCE
WESAINTIAURENT Q. i

\ - = __Q0

DE PEAU PARFUM FEMME

VOTRE RITUEL DE SOIN KIEKL'S
SUR-MESURE EN 5 MINUT!

COMMENCER

- '
y ute A ntc . 4
< > \ !
Ultra Facial Cream Midnight Recovery i Poes sy I~ -
Concenty - gl
[

BLACK OPIUM MANIFESTO EAU DE









AVSOdIHDOU VT

v WD

.
!
i

SY1dVY2ID

TOLEIIl

0% &

=

A BETTER LIFE FOR SENSITIVE SKIN

LIPIKAR
BAUME A

g <¢elemumaledeuw"

BAUME RELIPIDANT
ANTI-IRRITATI
ANTI-GRATTAG
Apaise immédiatemen

Espace les pigc
de sécheresse séver




\,,\\a\)':l“-"‘ﬁ'







PROFESSIONAL
PRODUCTS

+3.4.

MARKET

+ ] . 70/0**

%2015 like-for-like sales growth
**Excluding soaps, toothpastes and razors. 2015 provisional estimates
Source : L'Oréal estimates. Excluding exchange rate impact
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CONSUMER PRODUCTS

+2.0.

MARKET

+4 . Oo/o**

*2015 like-for-like sales growth

*+Excluding soaps, toothpastes and razors. 2015 provisional estimates
ource : L'Oreal estimates. Excluding exchange rate impact
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#2015 like-for-like sales growth













NORTH
AMERICA

+3.5% +2.3% +6.0%

WESTERN
EUROPE

NEW
MARKETS

#2015 like-for-like cosmetics divisions sales growth




WESTERN EUROPE

L'OREAL MARKET

+2.3% +1. 3%

%2015 like-for-like cosmetics divisions sales growth
**Excluding soaps, toothpastes and razors. 2015 provisional estimates
Source : L'Oréal estimates. Excluding exchange rate impact
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UNITED KINGDOM

+9.6%:

GCERMANY

+3. 1o

#2015 like-for-like cosmetics divisions sales growth
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+3.6%
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+4. 90/0*

#2015 like-for-like cosmetics divisions sales growth
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#2015 like-for-like cosmetics divisions sales growth
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NEW MARKETS

LATINgG EASTERN AFRICA,
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+4.69% +9.84% +4.7 % +12. 1o

*2015 like-for-like cosmetics divisions sales growth
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LATIN AMERICA

+4 .69

#2015 like-for-like cosmetics divisions sales growth




LATIN
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+10.2%

#2015 like-for-like cosmetics divisions sales growth
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+11.69
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EASTERN
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+9 .84

#2015 like-for-like cosmetics divisions sales growth




EASTERN
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RUSSIA

+17.9%

TURKEY

+19.7%

#2015 like-for-like cosmetics divisions sales growth




AFRICA, MIDDLE EAST

+12 1%

#2015 like-for-like cosmetics divisions sales growth




SOLID PERFORMANCES

4,387.7 7.4
3.890.7 17.3%
OPERATING PROFIT OPERATING MARGIN

2014 2015 2014 2015



SOLID PERFORMANCES

534 ©.18 2 856 O3

] 5 ° ; /O ° /O
EARNINGS PER SHARE* OPERATING NET CASH
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2014 2015 2014 2015



SOLID PERFORMANCES

DIVIDEND PER SHARE*

2.70€ S]Oe

2014 2015

*Proposed at the Annual General Meeting of April 20th, 2016



SOLID PERFORMANCES

DIVIDEND PER SHARE*

3.41¢

0.31 HeP
2-7|<>e |3.1o€

2014 2015

*Proposed at the Annual General Meeting of April 20th, 2016






DIGITAL




M DIAGNOSTIC

DE PEAU

——  NOS MEILLEURES VENTES —— ™ E:COMMERCE SALES

1.3 BILLION -

+ B

*Sales achieved on our brands’ own websites + estimated sales achieved by our brands
corresponding to sales through our retailers’ websites (non-audited data) ; like-for-like
growth.

*xLike-for-like sales growth
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EMPLOYEES
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2016

Ist QUARTER

CONSOLIDATED SALES

LIKE-FOR-LIKE
GROWTH

+4.2.



2016

st QUARTER

SALES BYDIVISION

CONSUMER LOREAL PROFESSIONAL

ACTIVE
PRODUCTS LUXE PRODUCTS

COSMETICS

+3.9%" +5.5%" +2.5%" +4.5%"



2016

st QUARTER

SALES BY GEOGRAPHICZONE

NORTH WESTERN NEW

MARKETS
+4-3°/°* +2.0°/o* "'6.]0/0*

AMERICA EUROPE




MARKE
WILL REMAIN DYNAMIC

WORLDWIDE BEAUTY MARKET -1993-2016"

[T
%
,

1993 2000 2005 2010 2016 E

*Excluding soaps, toothpastes and razors
Source : L'Oréal estimates. Excluding exchange rate impact
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Achieve another good year
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IN 2030
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Avertissement / Disclaimer
« Ce document ne constitue pas une offre de vente ou la sollicitation d’ une offre d’ achat de titres L’ Oréal. Si vous souhaitez obtenir des informations plus complétes concernant L’ Oréal,
nous vous invitons a vous reporter aux documents publics déposés en France auprés de I’ Autorité des Marchés Financiers (également disponibles en version anglaise sur notre site Internet
www.loreal-finance.com).Ce document peut contenir certaines déclarations de nature prévisionnelle. Bien que la Société estime que ces déclarations reposent sur des hypothéses
raisonnables a la date de publication du présent communiqué, elles sont par nature soumises a des risques et incertitudes pouvant donner lieu a un écart entre les chiffres réels et ceux
indiqués ou induits dans ces déclarations.»

"This document does not constitute an offer to sell, or a solicitation of an offer to buy, L'Oréal shares. If you wish to obtain more comprehensive information about L'Oréal, please refer to the
public documents registered in France with the Autorité des Marchés Financiers (which are also available in English on our Internet site: www.loreal-finance.com).This document may contain
some forward-looking statements. Although the Company considers that these statements are based on reasonable hypotheses at the date of publication of this release, they are by their
nature subject to risks and uncertainties which could cause actual results to differ materially from those indicated or projected in these statements."

108 20th April 2016 |_’O R E AL
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